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Through analyzing Ma Yin-jeou and Tsai Ing-wen’s election-campaign 
marketing strategies directing at the young voters in the 2012 Taiwan district 
leadership election，this thesis aims to explore Taiwan’s young citizens’ motivation 
of voting, summarize new features of Taiwan’s election-campaign marketing 
strategies, and offers a proposal of bettering the phenomenon of political apathy 
among the college students in the mainland. 
Adopting the method of data analysis and content analysis, this research 
overviews the election-campaign marketing strategies directing at the young voters, 
especially the details in the e-campaign. Analysis results are as follows:1.Both Ma 
Yin-jeou and Tsai Ing-wen highly valued the young voters and took young voters’ 
motivation of voting and media-contacts into account when planning the campaign 
marketing strategies. Because of the difference in the influence among the young 
voters, Ma Yin-jeou made more efforts in interacting with the young people, and 
relatively Tsai Ing-wen tried harder in marketing her youth policy;2.With clear 
campaign goals and concept, the two candidates made full use of all kinds of media 
when promoting their policies and themselves;3.The two candidates tended to appeal 
to reason rather than personal attack in their debating;4. Ma Yin-jeou and Tsai 
Ing-wen’s campaign team made full use of the new media, instead of exploiting the 
new media in a superficial way, they were always discovering new function of new 
media as technology develops ;5. Offers a proposal of bettering the phenomenon of 
political apathy among the college students in the mainland from the view of 
political marketing and communication;6.Limitation of the study and possible 
directions for future research are proposed. 
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会”的数据显示，2012 年年轻首投族约有 76 万人[1]。虽然从历次民调的结果来
看，首投族的投票率并不是很高，再加上台湾地区大选的结果受到各种因素交

































































































































































































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
